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Orientation: While the South African motorcycle industry faces a declining market, an 6 
additional challenge remains – the movement of the market into the fourth industrial 7 
revolution (4IR), calling for strategic amendments. 8 
 9 
Research purpose: The purpose was to investigate and analyse the current strategies of a 10 
specific manufacturer, with the aim of establishing a strategic positioning suitable for the 4IR 11 
to gain a competitive advantage. 12 
 13 
Motivation for the study: Acquired knowledge resulted in the establishment of various 14 
suggestions and recommendations, benefitting the manufacturer to gain a competitive 15 
advantage in the 4IR and thus strengthening its strategic positioning. 16 
 17 
Research design, approach, and method: Following an interpretive paradigm, a qualitative 18 
approach was used, allowing for in-depth analysis of 29 semi-structured interviews, at five 19 
different dealerships and the regional head office in South Africa. Interviewees were selected 20 
using purposive and convenience sampling for the initial contact with the individual 21 
dealerships and regional head office of the motorcycle manufacturer. Thereafter, further 22 
interviewees were acquired based on the study requirements. Content analysis was applied to 23 
analyse the data. 24 
 25 
Main findings: Some interviewees are less acquainted with the strategy and positioning of 26 





Practical/managerial implications: Additional training is required, ensuring the equal 30 
acquisition of knowledge amongst employees. The introduction of technologies and the 4IR 31 
to customers is required to grow the market. New markets need to be identified and analysed 32 
to ensure efficient targeting. 33 
 34 
Contribution/value-add: While South Africa addresses the 4IR differently to Europe, this 35 
study’s focus provides insights for the specific manufacturer to accurately conquer the 36 
changing environment. 37 
 38 
Keywords: strategy; strategic positioning; competitive advantage; motorcycle manufacturer; 39 
fourth industrial revolution  40 





The changing environment and increased movement into the Fourth Industrial Revolution 44 
(4IR) has resulted in a more intricate motorcycle industry in South Africa. Technological 45 
advancements and changes have led to increased customer demands, calling for quality and 46 
performance improvements and further innovations (Mtanga and McCamel, 2019). In 47 
addition, challenges brought forth by the declining market (Mtanga, 2016) force motorcycle 48 
manufacturers to reconsider, adjust and to modify their strategies and strategic positioning. It 49 
is thus deemed necessary to secure a competitive advantage within the changing environment 50 
of 4IR (Alexander, 2015). Therefore, the discussion to follow provides an overview on 51 
literature in support of the research question, starting with the dynamism of the market, 52 
followed by strategies and positioning, 4IR within South Africa, the motorcycle industry, and 53 
lastly, the manufacturer itself. 54 
 55 
Dynamism and strategic positioning 56 
 57 
The 4IR has led to the emergence of innovative and creative strategies. Changing the course 58 
of direction, organisations are becoming more aggressive to sustain the dynamic competitive 59 
landscape that is increasingly revolving around technological advancements. These 60 
advancements have additionally led to modified products at an increased pace, following the 61 
implementation of innovations. Keeping up with these trends is vital for organisational 62 
success and survival (Garrett and Welcher, 2018).  63 
 64 
To ensure survival and a competitive advantage in dynamic landscapes, require the 65 
consideration of multiple success factors, such as: quality, service, innovation, speed, costs 66 
competitiveness and sustainability, which need to be reflected in strategies implemented 67 
(Bateman, Snell and Konopaske, 2019). Drastic changes in the manufacturing industry have 68 
been realised, thus making it critical to manage information accurately (Low, 2019). 69 
Inevitably, the motorcycle industry encounters challenges around legislation promoting 70 
environmental friendliness, resulting in the rise of electric-powered vehicles (Mitterreiter, 71 
2018). As these changes progress, further developments to manufacturing processes and 72 




Strategy entails a reflection of organisations’ value chains, consisting of multiple procedures 75 
implemented in a unique way amongst industry rivals (Porter, 2001). Strategy and the 76 
planning thereof are therefore vital, as it provides guidance in the recognition and 77 
accomplishing of anticipated objectives, while additionally providing for the evaluation of 78 
developments in comparison to competitors (Gartenstein, 2018). Managers are required to 79 
make continuous assessments, ensuring strategies meet the changing demands to remain 80 
competitive (Gamble, Peteraf and Thompson Jr., 2017:7). An envisioned strategic positioning 81 
can thus be achieved through the implementation of diverse strategies and a thorough market 82 
analysis, ensuring a sustainable competitive advantage (Porter, 1980; Prabhakar Rajkumar 83 
and Abraham, 2018:162).  84 
 85 
Technological advancements are occurring at a rapid rate, forcing significant strategic 86 
changes to be made across industries. However, accepting and keeping up with the changing 87 
environments form part of the drivers of success, with the potential of exploiting new 88 
opportunities (Cloosterman, 2018). Affecting both short-term production and long-term 89 
sustainability requires organisations to warrant reliability, as well as assurance in 90 
technological improvements, and in the modification of strategies. Avoiding an unexpected 91 
crisis requires different strategies, adopting a remodelling nature, while tolerating the changes 92 
in conditions and customer demands (Hickman and Silva, 2018).  93 
 94 
South Africa’s readiness for the Fourth Industrial Revolution  95 
 96 
Africa is known to provide the least job possibilities in manufacturing industries, with little 97 
opportunities to remedy this. Globally, the African continent has been recognised to carry 98 
only 2% of the global manufacturing share. Thus, 4IR in South Africa presents further 99 
challenges, as more jobs would be lost due to lack of skill and education to operate in an 100 
advanced environment. This may lead to the eventual replacement of workers by machines, 101 
or even outsourcing primary manufacturing activities to foreign countries with advanced 102 
economies, equipment and skills. Additionally, local markets are finding themselves 103 
moreover in a decline, as the spending power of South Africans is decreasing (Naudé, 2017; 104 




Apart from the challenges instilled by 4IR, the South African motorcycle industry also faces 107 
several restrictions on trade, resulting in manufacturing processes being relocated to 108 
elsewhere. This is leading toward job losses and increased import costs, causing a decline in 109 
sales and trade. To counter this, the demand for after-market parts has, however, increased 110 
(Mtanga, 2016). Although various opportunities are found in the manufacturing sector, it 111 
often remains unexploited. In addition to the after-market parts, potential for growth in the 112 
low-cost motorcycle segment, targeting the lower income market by providing a cheaper and 113 
more time-efficient mode of transport, was identified (Mtanga and McCamel, 2019).  114 
 115 
Since June 2014, the number of new motorcycle registrations have declined (eNatis, 2019), 116 
although growth of 50% was forecasted in the smaller motorcycle segments x(Cokayne, 117 
2016).The changes brought forth by the 4IR, and the fluctuating market conditions in South 118 
Africa, present an array of challenges to the motorcycle industry. In addition, the Covid-19 119 
pandemic in 2020 forced the South African motorcycle industry to close for a period of time, 120 
also leaving the industry unsettled. Thus, further analysis is necessary, defining the changes 121 
that need to be made to strategies and strategic positioning.  122 
 123 
Despite these challenges, the motorcycle manufacturer under study managed to expand its 124 
motorcycle range. These expansions include several innovations and technological 125 
advancements to keep up with the changing environment and 4IR (Mitterreiter, 2018). The 126 
manufacturer has continuously focused on providing “premium quality performance 127 
vehicles” to the market, ensuring customer demands are successfully met. This focus is 128 
adhered to with every decision and strategy, ensuring the core values are regularly portrayed 129 
(Anon, 2019a).  130 
 131 
Aiming to guide the modification of strategies and strategic positioning suitable to the 132 
environmental changes, this research serves to draw conclusions in response to the primary 133 
objective, namely to determine the motorcycle manufacturer’s strategic positioning options 134 
for the 4IR in South Africa, ensuring a competitive advantage within the South African 135 
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motorcycle industry. Subsequent to the primary objective, the following are the secondary 136 
objectives: 137 
1. To establish an understanding of strategic positioning and the Fourth Industrial 138 
Revolution. 139 
2. To establish the current strategic positioning and capabilities of the manufacturer. 140 
3. To explore the current strategies impacting the positioning of the manufacturer. 141 
4. To suggest strategies for positioning the motorcycle manufacturer in South Africa for 142 
the Fourth Industrial Revolution. 143 
 144 
Research methods and design 145 
 146 
This study revolves around a specific motorcycle manufacturer in South Africa that has been 147 
achieving increased market share and profits in a declining market (AFP.com, 2019). 148 
Providing a vast range of motorcycles, the core values are reflected in all strategies, resulting 149 
in the sale of a premium product and service. These impressions provide evidence that the 150 
manufacturer is currently known as one of the stronger rivals in the industry (Anon, 2019b). 151 
As the most popular range of motorcycles in South Africa consists of the adventure market, 152 





Figure 1: Research design outline 156 
 157 
Research instrument 158 
 159 
As depicted in figure 1 above, the research follows an interpretive paradigm - allowing for 160 
inductive reasoning, a qualitative approach with a case study strategy was used (Denzin and 161 
Lincoln, 2008; Saunders, Lewis and Thornhill, 2019:196), thus acquiring insights and 162 
experiences (Thanh and Thanh, 2015). Using non-probability sampling methods, a 163 
combination of purposive with an element of convenience sampling were applied. 164 
Convenience sampling was used during the selection of the different dealerships based on the 165 
convenience and accessibility to the researcher (Bryman and Bell, 2014). Purposive sampling 166 
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was evident based on the selection of the type of job positions of employees, based on 167 
previously acquired knowledge and experiences of the industry (Etikan, Musa, and Alkassim, 168 
2016).  169 
 170 
The population investigated was within Gauteng, South Africa, with the sample consisting of 171 
interviewees, employed by the brand, from regional head office, and five dealerships situated 172 
across the Gauteng province. Here, a multi-stage sampling method is considered as Gauteng 173 
provides for the greatest number of dealerships across South Africa, thus providing an 174 
adequate sample of the population (Bryman and Bell, 2014). Dealerships located in the main 175 
regions of Gauteng were selected, providing for an array of information. At regional head 176 
office level, the managing director was interviewed, with a further five interviewees who 177 
provided beneficial information and insights on the manufacturer. Thereafter, the dealerships 178 
were approached, whereby the dealer principal was interviewed firstly, followed by further 179 
suggested interviewees, based on the specifications provided by the sampling methods. These 180 
specifications consisted of sales executives, an employee from the workshop, and the 181 
accountant.  182 
 183 
A total of 29 interviews were  conducted with the intention of achieving meaning saturation. 184 
The concept defines the point in time of a research study at which no additional or new 185 
information is found. Reaching this point of saturation allows for the collected data to be 186 
deemed as credible and comprehensive or to “understand it all” (Hennink, Kaiser and 187 
Marconi, 2016). 188 
 189 
Data collection process 190 
 191 
Semi-structured interviews were utilised with an array of open-ended questions in the form of 192 
an interview guide. Thus, the direction of the interviews was established (Myers, 2019). 193 
Throughout the interviews, further elaborations on specific mentions were prompted. 194 
Subsequently, recurring themes were noted to allow for additional coding at a later stage (Du 195 




Apart from making observational notes, accurate data collection was ensured by making 198 
audio recordings throughout the interviews. Thereafter, these followed a process of 199 
transcribing, allowing for the emergence of themes (Bryman and Bell, 2014). 200 
 201 
Data analysis 202 
 203 
The data preparation stage consisted of writing up the transcripts using the audio recordings. 204 
Ensuring that ethical considerations were adhered to, and the names and all direct relations to 205 
the brand in question were removed for anonymity purposes. Verbatim transcriptions were 206 
chosen as these allow for the in-depth analysis of content (Hennink, Hutter and Bailey, 2020). 207 
Thereafter, the analysis followed a continuous process whereby notes and transcripts were 208 
coherently reviewed, leading to a detailed understanding of the data. Additionally, previous 209 
literature was considered while completing the set objectives. 210 
 211 
Using Atlas.ti, various responses were categorised into different generated codes and themes 212 
(Friese, 2019). Henceforth, content analysis was pursued, a systematic process of working 213 
through the individual transcripts to code appearing themes (Harding, 2019).  214 
 215 
Following the steps established by Du Plooy-Cilliers (2014), several interpretations were 216 
made based on the responses received, identifying emerging themes through a line-by-line 217 
coding scheme. Following this process ensured that all lines are read and analysed with great 218 
detail, prompting the collection of information in an arranged manner (Babbie and Mouton, 219 
2001; Du Plooy-Cilliers et al., 2014).  220 
 221 
Ethical considerations  222 






Introducing a series of acquired results, this section emphasises the findings of the research. 227 
Following the results on the demographic profiles, are the findings from the interview 228 
questions that revolve around the research objectives of the study. 229 
 230 
Demographic profiles  231 
 232 
This section consisted of questions revolving around the interviewees’ period of involvement 233 
with the brand, duration in the current job position, the role that is played, and finally, the 234 
training that was undergone. Following these questions, it was found that the majority of the 235 
interviewees (20) had been involved with the brand between one and five years, and over ten 236 
years. Moreover, twelve interviewees have been in their current job position between one and 237 
five years, and seven interviewees have been in their current positions for over ten years, with 238 
some interviewees reaching durations of up to 38 years. The interviewees were selected based 239 
on their roles to meet the sampling requirements. Interviewees’ roles ranged from director 240 
and dealer principal, to accountants and head technicians of the workshop. Additionally, 241 
interviewees formed part of the sales team of the dealerships, as well as marketing and the 242 
parts and accessories departments. 243 
 244 
As illustrated in figure 2, it is evident that interviewees provided various responses in terms 245 
of training completed. 246 





Figure 2: Training categories completed by interviewees  250 
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Five interviewees stated that they had not been provided with any training, while they would 251 
simultaneously agree that their experience gained was purely by doing the job. In addition, 252 
six other interviewees confirmed that by working the job they have gained sufficient 253 
experience. Prior experiences mentioned consisted of studies and working the same job at a 254 
different company previously. This prompted twelve interviewees to mention that their 255 
experiences gained were either in the same industry, or even in the same position.  256 
 257 
Additionally, the online platform provided by the manufacturer, described by an interviewee 258 
as an “electronic learner programme”, is available for further training. With all employees 259 
having access to this source, it was mentioned by ten interviewees that they complete as 260 
much of the training as possible to increase their knowledge of the manufacturer. 261 
 262 
Further training is provided by headquarters located in Europe. Employees in job positions 263 
who require further training, such as managers and head technicians, are “sent to the factory” 264 
in Europe as stated by another interviewee. Head technicians undergo in-depth training 265 
programmes on the new motorcycle models released, new technologies implemented, 266 
technological advancements on tools, and the benefit thereof. This training was described by 267 
an interviewee to consist of “three levels: bronze, silver and *gold”. Managers are also 268 
provided with in-depth training revolving around the product offering. 269 
 270 
Finally, as described by an interviewee as “a lot of formal training”, is also provided by 271 
regional head office based in South Africa, which most of the  employees appear to complete, 272 
as stated by 19 interviewees. While most employees complete this, it was stated that this 273 
training entails the required knowledge of specific job positions, ensuring the necessary 274 
awareness and provision of necessary skills and qualifications to perform various tasks – 275 
“they do a lot of training over the whole spectrum of this business”. 276 
 277 




Starting with an understanding of strategic positioning,  nine interviewees mentioned that 280 
they were unfamiliar with the term, while 14 provided  fairly accurate descriptions. These 281 
descriptions varied, as two interviewees described the term to entail the placement into a 282 
specific job position – “the way they position you in the brand”, done in a target-orientated 283 
manner. Three more interviewees from these 14 stated that the term revolves around the 284 
location  dealerships are placed in. An interviewee described the term as “strategically, they 285 
make sure that they are in the areas where the demand is”. Additional descriptions provided 286 
by six interviewees mentioned the factor of industry competition. Interviewee noted the 287 
importance of being unique as a competitor, while others mentioned the provision of 288 
improved products and services to customers. One interviewee specifically noted the 289 
importance to “strategise deals within the marketplace”, while ensuring an in-depth 290 
understanding of the competition occurring in the market. The term strategic planning was 291 
additionally mentioned by six interviewees. The importance of having an implemented plan 292 
was mentioned by one – “having the foresight to see what is going to happen”, while another 293 
mentioned the focus of having a business plan in place to ensure the fulfilment of certain 294 
requirements to attain “where you need to be in the future”. 295 
 296 
While 14 interviewees provided descriptions and remained to the point, 13 elaborated by 297 
applying the term to the manufacturer. It was mentioned that the brand currently owns a 298 
strong positioning, described as “the world’s leading manufacturer of sports motorcycles”, 299 
with further elaborations made on the “premium components” included in the product 300 
development 301 
 302 
Moving to the next question, 24 interviewees remained concise in their descriptions of their 303 
understanding of 4IR. Responses varied entailing descriptions of “technology is evolving” 304 
and increased “digitalisation and automations”. It was noted by an interviewee that the 305 
technology had increased significantly on the motorcycles, described as “the evolution of 306 
motorcycles”. 307 
 308 
Furthermore, five interviewees provided direct applications to the brand and the impact 309 
created. It was stated that this revolution has led to motorcycles turning to “a more electronic 310 
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ways” and “getting more advanced”. Further evolvements and technological advancements 311 
were described with additional reference to the diagnostic tools used in the workshop. 312 
Interviewees also stated that the increased technology have made certain operations easier. 313 
 314 
Finally, seven interviewees expressed sentiments of uncertainty when the term was 315 
mentioned. However, following guidance, it was found that only one interviewee was less 316 
acquainted with the term, while the rest were simply unaware that this era was named that 317 
way.  318 
 319 
While interviewees were providing direct relevance to the manufacturer, expressions of 320 
concern was raised by two. The concern related to the technological advancements increasing 321 
to a point described as “robots are going to take over”. It was also noted that the 4IR is 322 
developing faster than the interviewees anticipated and are ready for. 323 
 324 
Overall, the descriptions provided for both strategic positioning and the 4IR varied. It was 325 
further established that some interviewees required guidance on the terms to answer the 326 
questions.  327 
 328 
The manufacturer’s current strategic positioning 329 
 330 
Interviewees were requested to comment on the manufacturer’s current strategic positioning 331 
and this was mainly based on personal insight and experiences. While three interviewees 332 
were unable to respond to this question, with reasons based on their job positions, the rest of 333 
the 26 interviewees provided further insight. Here, multiple themes emerged, as  indicated in 334 
table 1, allowing for an in-depth understanding on the areas the brand strives in. 335 
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Table 1: Emerging themes of strategic positioning 336 
 337 
  338 
Themes Frequency
Market leaders 8
Leading offroad range 7
New market opportunities 5
Strength in the brand 5
Strategies related to the core values 5
Satisfying customer demands 4
Lifestyle adoption 4
Focused on racing environment 4
Innovative product offering 4
Increased technologies 3
Expanded use of social media 3
Accessibility 2
Customer attraction and retention 2
Revolves around passion 2
Recognition of declining market 2
Stable warranty system 2




Interviewees described the manufacturer as making the right decisions on the locations 339 
chosen, providing the “opportunity to service a specific region”. The “accessibility through 340 
the dealers” to the market was praised as a strength by two interviewees. Further elaborations 341 
(2) provided for customer attraction and retention, whereby the manufacturer was described 342 
to have implemented the right notions. Additionally, it was mentioned by four interviewees 343 
that existing customers are continuously satisfied in terms of their expectations and demands. 344 
 345 
Five interviewees mentioned the opportunity of attracting new markets. It was stated that 346 
getting involved with new markets requires a thorough understanding of “their ways of 347 
living”. Simultaneously, it was mentioned that the manufacturer has broadened the 348 
motorcycle range, welcoming different customers into the brand. The adoption of a lifestyle, 349 
“a strategy to sell the complete package”, was mentioned by four interviewees, as customers 350 
go to further extents in purchasing branded clothes, accessories, and garments. Additionally, 351 
it was proclaimed twice that the brand is purely “sold on passion”, as motorcycles were 352 
described to remain a luxury item. 353 
 354 
Eight interviewees associated the title of market leader to the brand, it was established that 355 
the catered adventure segment is prevailing. Additionally, an interviewee stated that “there is 356 
no real other competitor on the offroad side” and another stated to be “on top of the game”. 357 
 358 
The declining market was acknowledged by two interviewees. In accordance to three 359 
interviewees, however, it was found that the manufacturer is continuously improving the 360 
technologies on the motorcycles, while four others stated that the product development and 361 
offering is becoming increasingly innovative, allowing the brand to “open up to a different 362 
market”. 363 
 364 
Furthermore, five interviewees  specifically placed the dominating strategic positioning in the 365 
notion that the strength is found in the brand itself, stated by an interviewee to be “leading in 366 
the market in a lot of fields”. It was mentioned five times that the strategies implemented in 367 
the product development are always directly related to the core values – “whatever we 368 
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develop, we first look at what our core values are”. Another aspect was based on the insight 369 
of two interviewees who mentioned the unique and effective warranty system. 370 
 371 
Overall, the motorcycle manufacturer is regarded as having a strong current strategic 372 
positioning. The perception is that the manufacturer consists of a strong brand and this 373 
established the link to market leadership. Thus, the various emerging themes, listed in table 1 374 
above, were found to contribute to the brand’s success.  375 
 376 
Based on the responses received previously, interviewees were asked whether a link between 377 
strategic positioning and 4IR exists. Most of the interviewees (20) agreed to the existence of 378 
this link.  379 
 380 
Figure 3: Emerging motivations in agreement to the link between strategic positioning 381 
and 4IR 382 
As depicted in figure 3, this link was motivated by the increased use of improved diagnostic 383 
tools, as well as the wider utilisation of social media. An interviewee motivated this: “I think 384 
it does. I think being a leader of product development, of technology, of social media, of 385 
certain applications and new apps that will come along”. The brand was labelled to be 386 
“ahead” in terms of technology by three interviewees, providing for additional confirmation 387 




The five interviewees who declined the idea of the link stated that South Africa is not 390 
prepared for the changes brought forth by 4IR – “I do not see the mobility or electrification in 391 
this country being where it is in Europe in the next ten years”. In support of this dismissal, the 392 
following was stated by an interviewee: “click-through rates and likes does not bring 393 
additional customers in”. 394 
 395 
In summary, the link between the strategic positioning of the manufacturer and 4IR is 396 
believed to exist. While it was reiterated that the link was based on the technological 397 
advancements, it was noted that the manufacturer has been labelled as the technological 398 
leader. This is evident in the elaborations entailing product developments and advancements 399 
that are described to be increasingly innovative. 400 
Strategic capabilities of the motorcycle manufacturer 401 
 402 
Interviewees were requested to indicate their perception on the strategic capabilities of the 403 
manufacturer and 15 responded.. The most common strategic capability resulted because of 404 
the  brand itself, as was mentioned by 17 interviewees and this was followed by  product 405 
development, which was noted by eleven interviewees. The brand itself was described by a 406 
few interviewees as follows: “we have got a quality product”, “reliability and service, I think 407 
that is definitely the strengths of the brand”, “it’s the brand. It’s the Porsche of bikes”, and 408 
“we are a very high-end brand”. 409 
 410 
It was stated by an interviewee that the brand offers a x“much wider offering than the 411 
competitor”, additionally complimented by increased technological advancements, described 412 
to be achieved through thorough Research and Development (R&D). High levels of customer 413 
satisfaction were mentioned by five interviewees – the “biggest advantage is that they are 414 
really good at looking after their own customers”, with further mentions made on the 415 
increased popularity of the offroad racing scene, as an interviewee explains the need for 416 




The competitive advantage was reaffirmed by 12 interviewees  whom mentioned  the 419 
technological advancements and product development. Additionally, four interviewees 420 
repeated the market leadership title. According to six interviewees,  customers are  satisfied 421 
as their demands for increased technologies, in accordance to changing environments, are 422 
met. 423 
 424 
Overall, a multitude of strategic capabilities were mentioned by the interviewees. From the 425 
various mentioned capabilities, only five specifically are noted as important in the attainment 426 
of competitive advantage: “market leaders”, “strong brand”, “customer satisfaction”, 427 
“improvements”, and “technological advancements”. 428 
 429 
Strategic changes over the past decade 430 
 431 
The  interviews provided for an understanding of the changes that the manufacturer has 432 
undergone through the past decade. This allowed for obtaining an indication of  how far the 433 
manufacturer has come in terms of strategic changes, according to previous environmental 434 
changes. A pattern around four themes emerged, specifically: the motorcycle, technology, the 435 
brand and the market and these are repeating themes amongst the interviewees seeing that a 436 
high frequency of mentionings was achieved. 437 
 438 
To begin with, the motorcycle category was divided into  three groups where the changes 439 




Figure 4: Most apparent strategic changes 442 
 Interviewees  mentioned the significant engine changes from “carburetted versions to fuel-443 
injected systems”, followed by the observation around the expansion of the product offering, 444 
and finally the introduction of new products. It was noted by 13 interviewees that technology 445 
has undergone drastic changes, with an interviewee describing that the motorcycles “have 446 
improved so much”. While the manufacturer was further characterised as a “massive 447 
technology leader” and this was motivated by the continuous improvements and 448 
technological advancements. Further technological advancements were found to revolve 449 
around the implemented software and systems, leading to another statement that this makes 450 
“it safer for  customers to ride the bikes, for inexperienced riders”, as elaborated by an 451 
interviewee. 452 
 453 
Another aspect mentioned by an interviewee was that the increased technologies are 454 
responsible for the changes occurring in the market. Today’s customers were described as to 455 
be a lot more informed – “they probably know more about whatever they want to buy than 456 
the actual salesman trying to sell it”.  457 
 458 
The next category of changes revolves around the brand. Comparing to when the 459 
manufacturer first started operating in South Africa, it was stated by eleven interviewees that 460 
the brand has now acquired a big piece of the market share. The brand’s appeal was described 461 
to have changed over the years as a “more premium” image was created. It was further 462 
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established the dataset  that the brand is now recognised as a benchmark in the motorcycle 463 
industry. Another strategic change was described to be the broadening of the product 464 
offerings, as this was noted to invite a wider market. 465 
 466 
Overall, interviewees touched on the drastic changes brought on by technological 467 
advancements in the past decade, while the manufacturer has also increased its corporate 468 
image, entailing the characteristics of quality and reliability. Then, further mentioned 469 
strategic changes entail the broadened range of product offerings, while being more inviting 470 
to new markets. 471 
 472 
Suggested strategies to position the motorcycle manufacturer in South Africa for the 473 
Fourth Industrial Revolution 474 
 475 
Suggestions were provided by 23 interviewees  and the rest stated that the brand should 476 
continue operating and making decisions the way they do, as it is working well – “the brand 477 
is doing it already”. The data analysis revealed  the emergence of eight different themes in 478 
this regard. Refer to table 2.  479 
Table 2: Interviewees’ suggestions 480 
 481 
 482 
It was suggested by four interviewees that the dealership employees and representatives 483 
should spend more time with customers – “go and ride with your customers”. A suggestion in 484 
this regard is to be “planning more rides together”. In addition,  four interviewees considered 485 
Suggestions Frequencies
Targeting of other markets 7
Increased social media interaction 6
In agreement with the brand's decisions 6
Keeping up with changes 5
Increased customer engagement 4
Implementation of improved systems 4




this in a  more personal manner and  suggested that better systems should be implemented for 486 
specific job positions. 487 
 488 
The increased use of social media was mentioned by six interviewees, which was described 489 
as allowing customers “to interact more with the brand” and this was suggested in 490 
combination with acquiring new target markets. This was suggested due to the changing 491 
environments and the growth of technology on a global scale.  492 
 493 
It was emphasised by six interviewees that the manufacturer should keep up with technology, 494 
while a further five stressed the importance of staying up to date with  changes of the market 495 
environment and changing customer needs. In summary, different suggestions were provided 496 




Similar to the results section, the discussion is structured according to the demographic 501 
descriptors and the secondary objectives of this study. 502 
 503 
Demographic description   504 
 505 
It was found that many of the interviewees had been employed with the manufacturer for 506 
relatively long periods of time. The one interviewee even described the employment period of 507 
16 years with the manufacturer. While this could provide for employee satisfaction, it was 508 
also found that some of the interviewees had only recently been employed. This additionally 509 
shows that the manufacturer is still hiring new staff, looking to expand skills within the 510 
brand, as the brand is found to experience further growth. 511 
 512 
The interviewees sampled, all employed by the manufacturer, played a variety of roles  which 513 
ranged from managing director and dealer principals, to sales executives, accountants, 514 
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workshop technicians and even marketing and sales managers. The multitude of roles 515 
provided for an indication of the differing training provided, according to the job positions. 516 
While the interviewees are trained according to their job specifications, it appears to be a 517 
standard procedure for the employees of the manufacturer to receive training at the regional 518 
head office in South Africa. It was further established that those employees working at the 519 
regional head office, are sent for further training to the brand’s headquarters in Europe. It was 520 
determined that this is done to ensure the maximum learning of skills and the acquisition of 521 
qualifications, and meeting every expectation and demand customers may have. 522 
 523 
Training is also available on the online platform, which most employees seem to complete. It 524 
was found that most of the interviewees spoken to, completed the online training out of their 525 
own will to further their knowledge. Interviewees want to own the necessary skills to carry 526 
out specific tasks as efficiently and effectively as possible. Even when employees were found 527 
to be employed in a different job position, the interviewees stated that the acquisition of 528 
additional knowledge can only be to their own benefit. However, it was established that some 529 
interviewees had not undergone any training whatsoever. 530 
 531 
Overall, an increased level of customer satisfaction was noticed which could play a key role 532 
in the manufacturer’s title as the market leader. Additionally, training is provided on a 533 
multitude of levels, ensuring the staff are provided with the resources to develop their 534 
knowledge and skills..  535 
 536 
The understanding of strategic positioning and Fourth Industrial Revolution 537 
 538 
Hedreen (2019) stated that appropriate decision-making needs to be made by managers to 539 
ensure further growth and development of a manufacturer. Additionally, Porter (2001) affirm 540 
that strategic positioning entails the in-depth understanding of  a brand’s competitors, while 541 
setting up a plan to set themselves apart in a manner unique to the industry. The importance 542 
of strategic planning was elaborated on by the interviewees, which is in concurrence with 543 
Gartenstein (2018), allowing for future planning to be made to achieve certain goals and the 544 




Sustainability was mentioned by some interviewees in direct collaboration with the factors 547 
established to effectively manage competitive advantages, as was set out by Bateman, Snell 548 
and Konopaske (2019). Although it was found that many interviewees understand a certain 549 
aspect of strategic positioning, it was also found that some are less acquainted with the 550 
term, and thus lack the understanding of the importance thereof. 551 
 552 
Interviewees’ understanding for 4IR includes the rapid occurrence of innovations (Schwab, 553 
2016). Increased automation of manual operations in manufacturing industries was 554 
additionally mentioned. This was noted to be achieved through technological advancements 555 
and increased globalisation (Low, 2019). It was thus noted that the interviewees understand 556 
what the term entails, as well as the implications. It was further established that the 557 
manufacturer does well to keep up with the technological and innovative changes, through 558 
the improvisation of processes of development and manufacturing. 559 
 560 
The manufacturer’s current strategic positioning and capabilities 561 
 562 
In describing the strategic positioning of the brand, it was found that these are modified and 563 
adapted in accordance with the competition. Reaffirmed by Porter (2001) it was stated that 564 
the brand continuously seeks to improve services, products, and operations to ensure the 565 
further acquisition of competitive advantages. 566 
 567 
Overall, it was found that the manufacturer currently has a dominant strategic positioning, as 568 
the products are developed in an innovative manner. This allows for the meeting of customer 569 
expectations (Dean and Company, 2018).  570 
 571 
A direct link between the manufacturer’s strategic positioning and 4IR was found. The 572 
manufacturer has proven flexibility in the modifications of strategies. Allowing for increased 573 
opportunities of employment while maintaining the adequacy and level of training staff for 574 
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the changing environments were additionally found to confirm the relationship (Gaspar, 575 
Juliao and Cruz, 2019).  576 
 577 
The manufacturer is regarded as implementing strategies based on customer value-added, and 578 
increased competitive advantage. As a result, multiple strategic capabilities were listed, 579 
proving the notion that the target market is served in a valuable manner through effective 580 
strategic implementations (Gamble et al., 2017:2). 581 
 582 
Therefore, the brand  is seen as a strategic capability, continuously adding value to the 583 
manufacturer and for its customers. The broadening of the product offering serve as an 584 
additional capability, which is supported through a vast amount of knowledge spillover 585 
(Frenken, 2007, quote by Kublina, 2015). 586 
 587 
In summary, the brand was established as an advanced brand, continuously maintaining and 588 
gaining competitive advantages. While sustainability has been evident along the strategies, 589 
the manufacturer has ensured survival, as well as an increased share in the market (Anon, 590 
2019b). 591 
 592 
Exploring current strategies  593 
 594 
The manufacturer was found to follow a diversification strategy as business operations entail 595 
a unique competitive advantage, while ensuring the targeting of a broader market (Porter, 596 
1985; Le, 2019)). This was supported by the strategies including the broadening of the range, 597 
with increased technologies, features and applications.  598 
 599 
Concerning the brand’s flexibility, the brand adapts strategies ensuring a strong strategic 600 
positioning according to changing market environments (Cloosterman, 2018). Additionally, 601 
achieving customer satisfaction forms part of the decision-making of strategy 602 
implementation, ensuring the meeting of expectations and demands. This has been 603 
established by providing a product characterised as premium quality and of performance. For 604 
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this, staff is adequately trained, ensuring the adoption of appropriate skills and increased 605 
knowledge to provide  customers with the best possible service (Anon, 2019a). This further 606 
forms part of the development strategy as a variety of innovative decisions are made, while 607 
including the ultimate technological advancements (Kylliäinen, 2018). 608 
 609 
Suggested strategies for strategic positioning within the Fourth Industrial Revolution 610 
 611 
The declining market was acknowledged by the interviewees. Thus, it is deemed important 612 
for the brand to create the necessary value-add strategies, such as increased customer 613 
engagements and further improving customer service, motivating customers to continue 614 
spending their money in the industry. However, this proves to be difficult with the 615 
depreciating South African rand currency (Droppa, 2018). 616 
 617 
Further value-added strategies led to the suggestion that further markets be targeted 618 
appropriately, ensuring their business, and achieving more sales. Thus, the diversification 619 
strategy, and more specifically the concentric diversification strategy plays a role, catering for 620 
increased technologies and skills to meet specific market requirements (Le, 2019). 621 
 622 
Concentric diversification strategies will increasingly become of benefit as 4IR becomes 623 
more digitalised. Specifically targeting technological advancements, this strategy goes hand-624 
in-hand with the suggestions provided for the implementation of adequate online platforms, 625 
catering for technologically adept customers wanting to make purchases online (Ndung’u and 626 
Signé, 2020). 627 
 628 
Although many of the interviewees did not provide further suggestions apart from agreeing 629 
on the current strategies implemented, it was established that the manufacturer has a strong 630 
positioning in the market. The interviewees have expressed confidence in the brand and the 631 




Furthermore, some interviewees were less acquainted with the strategies implemented by the 634 
manufacturer. Often, this was reasoned with specific job positions, as interviewees were not 635 
confronted by the strategies. Some also were less knowledgeable on the motorcycle industry, 636 




The strengths of this study laid within the researcher’s ability to connect with the topic on a 641 
personal level. This is due to her experience, interest and profound knowledge of the 642 
motorcycle industry.  643 
 644 
Limitations were experienced when interviewees expressed confusion about academic 645 
terminology, or even jargon used in the industry. This rendered interviews more difficult, as 646 
the passion for the industry was not equally shared by all interviewees, let alone the 647 
understanding of the intricacies. Also note, not all interviewees have a profound 648 
understanding of business and strategic management. Therefore, certain aspects were not 649 
previously even thought of. 650 
 651 
Recommendations  652 
 653 
Relative to the data collected and analysed, suggestions and recommendations were 654 
construed. While some are based on potential observed problems, others revolved around the 655 
upkeep or increased focus on specific aspects, ensuring a competitive advantage within South 656 
Africa. 657 
 658 
The first recommendation entails the increased training of employees. Due to the uncertainty 659 
expressed around the terms strategic positioning and 4IR, it is suggested that further training 660 
is implemented, allowing for the acquisition of knowledge around the topics of increased 661 
digitalisation, technological advancements, and the affect thereof on the manufacturer’s 662 
strategic positioning. It is important for the employees to be acquainted with the strategic 663 
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positioning of the brand, as well as with the current implemented strategies. This will enable 664 
them to contribute to the growth and strengthening of the positioning. The same applies for 665 
the 4IR. While many employees are aware of technological growth and increased 666 
digitalisation, the consequences and outcomes are feared. Thus, ensuring further training to 667 
increase skills and qualifications is beneficial to the manufacturer as employees have the 668 
necessary knowledge to perform specific tasks, while instilling confidence that employees’ 669 
positions will not become redundant (Brightman and Moran, 2001).  670 
 671 
Further recommendations entail constant in-depth examinations of the market to establish 672 
new arising demands and trends among customers, such as better navigation systems, the 673 
possibility of electronic suspensions and electric engines. These should be identified in 674 
accordance to changing market environments due to technological advancements rendering in 675 
an increasingly dynamic market of digitalisation. While it was found that the manufacturer 676 
reinvests many resources into R&D, it was established that this strategy should be 677 
maintained. This will ensure that the market and the demands are continuously understood 678 
and catered for, allowing for increased competitive advantage and the acquisition of further 679 
market share. 680 
 681 
Increased attention is required on the movement to e-commerce and 4IR providing customers 682 
with more opportunities to make purchases online. As this becomes a more relevant change 683 
in South Africa and it is suggested that the manufacturer increases the utilisation of e-684 
commerce and online platforms, enabling customers to make purchases from the comfort of 685 
their homes. It is additionally advised to collaborate with a well-known second-hand dealer, 686 
who has created an application for motorcycles to be decided on and purchased via an online 687 
video-feed (Morton, 2020). This collaboration or outsourcing of activities could allow for 688 
additional sales. 689 
 690 
The manufacturer was found to follow a diversification strategy, accomplished through the 691 
implementation of core values and philosophies, while the product development includes 692 
increased technological advancements. This has resulted in customer satisfaction, while 693 
additionally meeting their expectations and growing the product offering (Mitterreiter, 2018), 694 
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manufactured of premium components (Anon, 2019a). Achieving a strong positioning, it is 695 
suggested that this is maintained through the implementation of a corporate-level growth 696 
strategy, ensuring a strong foundation for survival. Additionally, an element of related or 697 
growth diversification and concentric diversification (Le, 2019)is suggested to be made 698 
further use of, as the manufacturer continues to outsource activities and increasingly using 699 
prevailing resources, saving costs and time, while meeting differing expectations (Furrer, 700 
2016).  701 
 702 
The response of five interviewees who are  not of the opinion that 4IR will succeed in the 703 
South African market, may require further investigation. Although it may be a weak signal, 704 
this can prove to be powerful in the long-term. Therefore, it is suggested to conduct further 705 
studies on the impact of 4IR ITO technological innovations and mainly electronics on 706 




To conclude, evidence provides for the declining motorcycle market in South Africa, with 711 
new challenges and potential opportunities introduced through the 4IR. Despite the 712 
circumstances, the manufacturer  possesses a strong strategic positioning with the market 713 
leadership title. Thus, in conclusion of the research question - “How should the motorcycle 714 
manufacturer within South Africa position itself strategically in the Fourth Industrial 715 
Revolution to gain a competitive advantage?” – it is deemed necessary for the manufacturer 716 
to continuously adapt and modify strategies, according to identified changing demands. This 717 
also then supports the primary objective, namely, to determine the motorcycle manufacturer’s 718 
strategic positioning for the 4IR in South Africa, ensuring a competitive advantage within the 719 
South African motorcycle industry. 720 
 721 
Although developments of the product offering are observed to be immense, the 722 
manufacturer must maintain and increase standards, to attract new customers. These 723 
standards include continuous improvements and additions of technologies, new features and 724 
apps, as well as further innovative developments to the individual motorcycle components of 725 
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increased quality (i.e. engine, chassis, exhaust systems and frame). Henceforth, the accurate 726 
implementation of strategies to target customers is required, while ensuring the achievement 727 
of prosperous customer engagement in 4IR.  728 
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